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PAPER

The Impact of Social Media on Women’s Body Image 
Perception: A Meta-Analysis of Well-being Outcomes

ABSTRACT
This study examines the correlation between female body image and social media usage, 
focusing on the impact it has on overall well-being. The popularity of social networking sites 
(SNSs) has significantly impacted our digital culture, providing options for self-expression, 
engagement, and communication. However, SNSs also bring certain drawbacks, such as the 
potential for body dissatisfaction and negative psychological effects. Gap: While previous 
research has examined the relationship between social media use and body image, there is a 
need for a comprehensive analysis that specifically focuses on the effects on female well-being. 
This study aims to fill the gap by providing a comprehensive exploration of the effects of social 
media use on female body image and its influence on overall well-being. The objective of 
this study is to examine the correlation between social media usage and female body image, 
specifically focusing on the detrimental effects on well-being and mental health. By analyzing 
academic papers and research findings, this study aims to contribute to the understanding of 
the intricate relationship between social media, body image, and well-being. The preferred 
reporting items for systematic reviews and meta-analyses (PRISMA) framework was used 
to compile relevant literature. Data from Scopus sources was analyzed using the RStudio 
4.2.1-win program. Various factors, such as the publishing year, author details, keywords, 
and document categories, were considered to identify important patterns and insights. It is 
recommended that awareness and educational campaigns be developed to promote a healthy 
body image and address the potential negative consequences of social media use. The anal-
ysis significantly contributes to the body of knowledge by offering a thorough examination 
of the connection between female body image on social media and usage, highlighting the 
detrimental effects on well-being and mental health.
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1	 INTRODUCTION

Social networking sites (SNSs) are becoming an essential component of our 
contemporary digital culture, providing users with a platform for communica-
tion and interaction. These platforms offer opportunities to discover new aspects 
of people’s lives, exchange stories, and develop connections [1]. But in addition 
to these advantages, SNSs also have certain disadvantages, such as the potential 
for body dissatisfaction [2]. According to [3], the ability of users to upload and 
exchange photographs is a crucial aspect of SNS. Through this function, people 
can promote their identity, profession, and appearance. It might be entertain-
ing and interesting, but it also invites social comparison [4]. Particularly when 
it comes to physical characteristics, people frequently compare themselves to 
others, which can lead to increased scrutiny and contribute to potential body 
dissatisfaction [5]. In addition, traditional mass media has long been accused 
of promoting unrealistic beauty standards and distorting perceptions of female 
body image. However, the emphasis on bodies and beauty has increased due 
to the popularity of image-based social media platforms such as Instagram [6]. 
Users frequently post images of themselves, exposing their bodies to criticism 
and encouraging comparison [7].

An increasing body of academic studies has been conducted in recent years to 
examine how social media affects women’s perceptions of their bodies [8]. These 
studies have repeatedly shown that the well-being of young female users may 
be negatively affected when they engage with social media sites [9] [10]. Social 
media usage and poor sleep quality are related, which is a significant discovery. 
Users who excessively use social media platforms often have trouble falling 
asleep [11] [12]. That may be the result of various factors, such as the poten-
tially addictive nature of social media, the exposure to stimulating content before 
going to bed, or the tendency to compare oneself to others, which increases stress 
and anxiety levels. Additionally, research has linked the use of social media to 
several harmful psychological effects [13]. Young female social media users who 
frequently utilize these sites report having lower self-esteem, increased anxiety, 
and higher levels of sadness [14]. Feelings of inadequacy and dissatisfaction with 
one’s appearance are influenced by the constant exposure to meticulously edited 
photos and the societal pressure to conform to conventional beauty standards 
[15]. In addition, it has been noted that the phenomenon of “thinness obsession” 
occurs when individuals become fixated on achieving an unrealistic, slender 
body type. This obsession often leads to negative behaviors and attitudes towards 
their own bodies [16].

Furthermore, most studies on the impacts of social media on female body 
image and well-being consistently find unfavorable outcomes [17]. These include 
irregular sleep patterns, low self-esteem, increased anxiety and depression, low 
satisfaction with one’s appearance, unhappy emotional states, a significant risk of 
body dissatisfaction, and a preoccupation with thinness [18]. To promote healthy 
social media usage, body positivity, and self-acceptance among young female users, 
it is crucial to raise awareness of these issues and implement strategies [19]. The 
rise of social media and networking platforms, as well as the Internet, has had a 
tremendous impact on the landscape of media and peer settings in recent years 
[20]. Individuals’ perceptions of and interactions with these settings have changed 
significantly because of this transition [21]. Particularly, social media sites such as 
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Instagram, which offer services such as photo uploading, viewing, and comment-
ing, have become an integral part of the daily lives of most teenagers [22]. These 
technological developments, which are changing the social landscape, emphasize 
the need to investigate their effects on body dissatisfaction. This issue has been 
well-established in both theoretical and empirical studies on the evolution of body 
image [23].

In addition to examining the relationship between social media and body image, 
this study contributes to the existing body of knowledge by investigating desires 
to modify one’s appearance [24], [25]. Prior research on body image has primar-
ily focused on outcome factors, including the desire for thinness, body dissatisfac-
tion, body image concerns, weight concerns, and body esteem [26]. The number of 
studies examining behavioral intentions, particularly intentions to enhance one’s 
appearance, as outcome variables is relatively limited [27]. Given their close ties 
to both psychological and physical health, it is critical to understand psychological 
attitudes and perceptions about one’s body and appearance [28]. This study recog-
nizes the importance of investigating these variables and their potential impact on 
individuals’ overall well-being.

The prime objective of this study is to investigate the relationship between 
women’s perceptions of body image and their intention to engage with social 
media. Additionally, the study aims to investigate the impact of this engagement 
on the behavioral intentions of female users to alter their appearance. Through 
an examination of the potential adverse effects of social media on body image 
and its implications for individuals’ psychological and physical well-being, this 
research aims to make a significant contribution to the existing body of literature 
in this field.

2	 MATERIALS	AND	METHODS	

The authors of the study utilized the preferred reporting items for systematic 
reviews and meta-analyses (PRISMA) framework, following the recommenda-
tions by [29] and depicted in Figure 1, to analyze the collected data. A compre-
hensive content analysis was conducted to efficiently organize the material. The 
R software was used to generate research clusters based on the frequency and 
co-occurrence of keywords. The literature review was conducted using a two-
stage systematic process. Initially, relevant data were extracted using the PRISMA 
framework. It was followed by descriptive and scientometric analyses to ensure 
the accuracy and validity of the records. The authors utilized the R program to 
investigate significant research clusters through the analysis of centrality and 
co-occurrence keywords.

For this study, a content analysis was performed on data obtained from Scopus 
sources to synthesize the literature. A comprehensive search using specific search 
phrases such as “social media AND body image dissatisfaction AND influencers 
AND females” yielded 107 results. The number of publications was then narrowed 
down to 95 by applying subject filters that considered disciplines such as computer 
science, engineering, social science, business, management, and accounting. To 
ensure robustness, only articles and review papers were included, resulting in a 
final total of 87. Finally, a language filter was applied, limiting the database search 
to 84 English entries.

https://online-journals.org/index.php/i-jim


iJIM | Vol. 17 No. 20 (2023) International Journal of Interactive Mobile Technologies (iJIM) 151

The Impact of Social Media on Women’s Body Image Perception: A Meta-Analysis of Well-being Outcomes

Fig. 1. PRISMA 2020

3	 DESCRIPTIVE	STATISTICS

3.1	 Results

The descriptive analysis research in this bibliometric investigation utilised the 
Bibliometrix RStudio 4.2.1-win software. This software is widely recognised and com-
monly used in bibliometric studies. The bibliometrics R package, known for its robust 
functionality, is increasingly being employed in a growing number of research papers 
[30]. R users can import a Scopus bibliography database into their analysis using the 
bibliometrics tool. This specialised tool was developed using statistical computing and 
the R programming language, following a systematic bibliometric process. R, known 
as a leading platform for statistical algorithm development, is widely recognised and 
utilised for data analysis and visualisation tasks. The tool bibliometrics leverages the 
capabilities of R to enable researchers to map and analyse research using biblioshiny 
[31]. The data analysis in this study includes various aspects, such as the publishing 
year, author information, publisher details, organisation affiliations, the nation of 
origin, and the keywords used in the research paper. These factors are examined to 
gain insights into the characteristics and trends of the analysed publications.

The key details and outcomes of the data analysis are presented in Table 1 below. 
The time scope of the analysis for the data spans from 2013 to 2023. A dataset of 84 
documents was compiled from a total of 68 sources, including journals, books, and 
other publications. The paper’s yearly growth rate was determined to be 33.51%, 
demonstrating a significant increase in publications over time. The average age of 
the papers, which was found to be 1.8 years, indicates a recent literary collection. 
Each document earned, on average, about 4.893 citations, illustrating the impor-
tance and intellectual significance of the research.
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The dataset contained a total of 17,714 references, indicating the wide range 
of expertise and comprehensive research that was taken into account in the anal-
ysed papers. Moving on to the document’s content, we found 278 distinct Keywords 
Plus (ID), which provide additional context and insights into the study themes. 
Additionally, 300 author’s keywords (DE) were used to indicate the specific language 
and ideas that the writers utilized. There were a total of 263 authors who contrib-
uted to the materials, and 14 of them wrote their own papers independently. There 
were an average of 3.29 co-authors per document, according to an analysis of author 
collaboration. Global collaboration and the cross-border nature of the study were 
demonstrated by the approximately 23.81% of co-authorships that were interna-
tional. The collection contained a variety of document formats, including 62 articles, 
10 books, 5 book chapters, 1 conference paper, and 6 reviews. This spectrum of doc-
ument types points to a wide variety of scholarly contributions in the area.

Table 1. Overview of data analysis results in the study

Description Results

Timespan 2013:2023

Sources (Journals, Books, etc) 68

Documents 84

Annual Growth Rate % 33.51

Document Average Age 1.8

Average citations per doc 4.893

References 17714

Keywords Plus (ID) 278

Author’s Keywords (DE) 300

Authors 263

Authors of single-authored docs 14

Single-authored docs 15

Co-Authors per Doc 3.29

International co-authorships % 23.81

article 62

book 10

book chapter 5

conference paper 1

review 6

In addition, Figure 2 presents a breakdown of the research publications by year. 
The figure displays the number of papers published each year from 2013 to 2023. 
One article was released in 2013, another in 2014, and a third in 2015 thereafter. 
With the release of two papers in 2016, the number of publications somewhat 
increased. Each year in 2017 and 2018, one article was released. With five articles 
published in 2019, there was a noticeable increase in article production. 2020 was 
the following year, and four articles were published. With 17 papers published in 
2021, there was a significant increase in publishing. The number of publications 
peaked in 2022 with 33 articles, continuing the upward trend. The last 18 publica-
tions published during the research period were in 2023. This table provides a visual 
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representation of the distribution of articles over time and highlights the variation 
in article creation during the years analysed in the study.

Annual production
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0
2012 2014 2016 2018 2020 2022 2024

Fig. 2. Articles production by year

Table 2 includes information on the overall number of citations per year, along 
with other statistical data. The information helps determine the average num-
ber of citations received and the impact of citations on the papers produced each 
year. The relevant publication years are displayed in the “Year” column. The term 
“MeanTCperArt” denotes the average number of citations per article published in a 
specific year. The number of papers published per year is shown in column “N”. The 
average number of citations each year, based on all papers published during that 
year, is shown in the “MeanTCperYear” column. The term “Citable Years with Title” 
refers to the cumulative number of years during which article titles can be cited.

A single article with an average of six citations in total was published in 2013. 
The average total number of citations per year for 2013 is 0.55, which is calculated 
based on the availability of 11 years’ worth of titles. Four citations were included in a 
single paper published in 2014, similar to this. When considering a span of 10 years, 
the average number of citations per year for 2014 is 0.40. In subsequent years, this 
trend continues, with variations in the number of papers written, the average total 
number of citations per article, and the annual mean number of citations. It is inter-
esting to observe that certain years either had no papers published or had zero total 
citations, resulting in an average total citation count of zero.

Table 2. Annual total citation per year

Year Mean TC Per Art N Mean TC Per Year Citable Years

2013 6 1.00 0.55 11

2014 4 1.00 0.40 10

2015 5 1.00 0.56 9

2016 6 2.00 0.75 8

2017 11 1.00 1.57 7

2018 0 1.00 0.00 6

2019 21.2 5.00 4.24 5

2020 6.5 4.00 1.62 4

2021 9.59 17.00 3.20 3

2022 2.12 33.00 1.06 2
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According to the number of articles published in each source, Figure 3 lists the 
most relevant sources. These sources make a significant contribution to the body of 
knowledge in the research area. The source “Body Image” is notable for having the 
most articles, seven in total. This site is essential for understanding body dissatisfac-
tion and related topics because it primarily focuses on studies related to body image. 
With five papers published, “Frontiers in Psychology” is another well-known source. 
The research presented in this multidisciplinary magazine on the various aspects of 
psychology, including the study of body image and related psychological issues, is 
significant.

Three papers from the journal “Health Communication” were then published. 
This site, which focuses on communication tactics and health-related therapies, 
offers insightful information on the communication aspects of body image and the 
associated health issues. Each of the books “Computers in Human Behaviour” and 
“Encyclopedia of Child and Adolescent Health, First Edition” has two articles avail-
able. These websites examine the relationship between technology, behaviour, 
and health, offering insightful perspectives on how digital media influences 
individuals’ body image perception. These resources provide academics with a 
wide variety of materials to read and use as references in their work. Together, 
they contribute to the knowledge of body image beliefs, body dissatisfaction, and 
related themes.

Fig. 3. Most relevant sources

Figure 4 lists the most frequently cited sources in the literature. These resources 
reflect well-known works that have significantly advanced the field of study and are 
often cited by academics. With 600 citations, “Body Image” emerges as the most fre-
quently cited source, underscoring its significant influence on research pertaining 
to body image views and related topics. With 240 citations, “Computers in Human 
Behaviour” stands out as a valuable source for researching the interaction between 
technology and human behaviour, particularly its impact on body image.
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In addition, the “Journal of Communication” and the “Journal of Personality and 
Social Psychology” have significant citation counts of 221 and 170, respectively. 
These resources offer insightful information about social psychology, communica-
tion, and their intersection with body image studies. Other notable sources with a 
high number of citations include “Media Psychology” (167), “Sex Roles” (162), “The 
New York Times” (156), “Journal of Consumer Research” (152), “Journal of Business 
Research” (151), “Journal of Marketing” (114), “Journal of Marketing Research” (111), 
“Journal of Advertising” (109), “Psychological Bulletin” (104), and “Communication 
Research” (100).

The diversity of literature that has shaped and influenced our understanding of 
body image and related issues is depicted in Figure 4. These materials are often used 
by researchers to enhance current understanding and establish a solid theoretical 
foundation for future research.

COMMUNICATION RESEARCH
PSYCHOLOGICAL BULLETIN
JOURNAL OF ADVERTISING

JOURNAL OF MARKETING RESEARCH
JOURNAL OF MARKETING

JOURNAL OF BUSINESS RESEARCH
JOURNAL OF CONSUMER RESEARCH

THE NEW YORK TIMES
SEX ROLES

MEDIA PSYCHOLOGY 
JOURNAL OF PERSONALITY AND SOCIAL PSYCHOLOGY

JOURNAL OF COMMUNICATION
COMPUTERS IN HUMAN BEHAVIOR

BODY IMAGE
0 200 400 600 800

Fig. 4. Most cited sources

The most frequently referenced papers are listed in Table 3, along with their 
publication year, local and global citation counts, LC/GC ratio, and normalised local 
and global citation counts. This table provides information on the influence and 
respect that these papers have gained within the academic world. With 5 local cita-
tions and 51 worldwide citations, “Fardouly et al., 2019, Body Image” stands out 
as the most referenced paper among the featured papers. It demonstrates a sig-
nificant global impact and an LC/GC ratio of 9.80, indicating its relevance beyond 
regional settings.

With 4 local citations and 58 global citations, “Sokolova, K., 2021, J Retail Consum 
Serv” closely follows, showcasing its significant impact worldwide. It has a 6.90 LC/
GC ratio, which indicates a balanced citation effect. Other noteworthy papers include 
“Tiggemann, M., 2020, Body Image” with 4 local and 18 global citations; “Wang, Y., 
2019, Body Image” with 3 local and 42 global citations; and “Pan, W., 2022, Front 
Psychol” with 2 local and 4 global citations. 

On the other hand, there are no citations from local sources for the remaining 
documents in the table. However, a number of them have received international 
citations, demonstrating their influence on broader academic debates. The LC/GC 
ratio for these publications is 0.00, which indicates their minimal impact on the 
surrounding environment. Table 3 shows how the various documents mentioned 
have received different amounts of attention and influence. It implies that while 
some publications have received major attention and have established themselves 
as important references in their fields, others have not yet attained comparable 
notoriety.
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Table 3. Top cited documents and their impact on the academic community

Document Local  
Citations

Global  
Citations

LC/GC  
Ratio (%)

Normalized 
Local Citations

Normalized 
Global Citations

[32] 5 51 9.80 3.13 2.41

[33] 4 58 6.90 11.33 6.05

[34] 4 18 22.22 4.00 2.77

[35] 3 42 7.14 1.88 1.98

[36] 2 4 50.00 33.00 1.89

[37] 2 27 7.41 5.67 2.82

[38] 0 0 0.00

[39] 0 4 0.00 9.00

[40] 0 0 0.00

[41] 0 0 0.00

ZHANG Y, 2023, J RES 
INTERACT MARK

0 0 0.00

[42] 0 0 0.00

[43] 0 1 0.00 2.25

[44] 0 0 0.00

[45] 0 0 0.00

[46] 0 0 0.00

[47] 0 0 0.00

[48] 0 0 0.00

[49] 0 0 0.00

[50] 0 0 0.00

[51] 0 0 0.00

[52] 0 1 0.00 2.25

[53] 0 1 0.00 2.25

[54] 0 1 0.00 2.25

[55] 0 0 0.00 0.00

The terms that appear the most frequently in academic writing are shown in 
Figure 5. The frequency of each term is listed, providing information on the main sub-
jects and themes covered in the research. With 28 instances, “social media” is among 
the top terms, highlighting the importance that academic studies have placed on the 
influence and impact of social media platforms. “Female” comes in second with 26 
occurrences, indicating a focus on studies related to gender, while “body image” comes 
in at 25 occurrences, emphasizing the significance of body perception and self-image.

The use of terms such as “human”, “adult”, “male”, and “young adult” indicates 
that research investigations focus on human beings and different demographic 
groups. Furthermore, terms such as “major clinical study”, “human experiment”, 
and “controlled study” emphasise the scientific research methodologies used. 
Additionally, the word “psychology” indicates that the material under review is rele-
vant to psychological viewpoints. These key terms represent the predominant fields 
of study and research within the academic world.
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Fig. 5. Most frequent words in the academic literature

3.2	 Literature	clustering

The author’s keywords were used to create thematic maps in order to study the 
development of topics across the academic literature. The thematic map constructed 
from the author’s keywords is depicted in Figure 6. These themes were generated 
using a text processing and mapping function integrated into the biblioshiny pro-
gramme, which utilises the R package. To enhance the readability of the map and 
provide valuable information, specific settings were utilised. Notably, the maps were 
created using a corpus of 200 words, ensuring a minimum of 5 clusters per word 
and 2 labels for each cluster. All other variables’ default values were retained. These 
approaches have made it easier to create visually informative thematic maps that 
aid in understanding the evolving themes present in the literature being studied.

Fig. 6. Exploring the evolution of themes in scholarly literature
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In addition, incorporating the criteria of density and centrality, which are appli-
cable across various research domains, keywords play a crucial role in succinctly 
capturing the essence of a specific research theme [56]. Density refers to the degree 
of interconnectedness among keywords, indicating their close association, while 
centrality indicates the level of proximity between different topics [57]. By consid-
ering density and centrality, the thematic map, also known as a strategic diagram, is 
divided into four sections, each representing a distinct quadrant. Figure 7 illustrates 
the presence of multiple facets within each quadrant, which reflects the density and 
prominence of the respective issues.

Fig. 7. Thematic evolution of literature

The thematic evolution of literature is depicted in Figure 7, where keywords 
play a crucial role in identifying research themes. However, Table 4 examines 
the centrality, density and frequency of term clusters found in academic writing. 
These metrics provide valuable information on the popularity and connectivity 
of clusters within the research landscape. With a frequency of 28 occurrences, 
the cluster “social media” ranks first in terms of Callon centrality (4.532355635) 
and Callon density (78.5130719), demonstrating its significant importance and 
concentrated presence in the literature. This indicates the significant time and 
effort invested in researching the impact of social media sites. On the other hand, 
the cluster labelled “female” exhibits high centrality (14.73744537) and den-
sity (119.3108974), highlighting its importance and strong connections to other 
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clusters in the field. This cluster, which occurs 53 times, demonstrates a significant 
focus on topics related to women and gender studies. The cluster “young adult” 
is suggested to have literature-relevant news and interconnections due to its rel-
atively high centrality (9.871320346) and density (151.6358025). The study of the 
experiences and traits of young adults is given emphasis, as evidenced by the 
cluster’s frequency of 51.

“Health behaviour” has a significant centrality (9.842222222) and density 
(139.2777778), indicating its importance and interconnectedness in the study. This 
cluster, which has a frequency of 33, highlights the significance of comprehending 
and investigating health-related behaviours in research. Along with having high 
centrality and density values, the clusters “human”, “adult”, and “humans” are also 
significant and interconnected in the literature. These groupings highlight the com-
prehensive study of human behaviour, development, and traits, and demonstrate a 
broad focus on issues related to humans.

Table 4. Analysis of clusters: centrality, density, and frequency of key clusters

Cluster Callon Centrality Callon Density Rank  
Centrality

Rank  
Density Cluster Frequency

social media 4.532355635 78.5130719 1 3 28

female 14.73744537 119.3108974 7 5 53

young adult 9.871320346 151.6358025 3 7 51

health behaviour 9.842222222 139.2777778 2 6 33

human 12.02396104 87.18690476 5 4 79

adult 10.09233183 68.91774892 4 2 41

humans 12.17263391 56.06227106 6 1 56

The analysis presents the social media cluster and examines its presence in 
emerging or declining fields within the academic literature (see Table 5). Keywords 
associated with social media platforms, online social networking, consumer 
behaviour, empirical research, Instagram, and sales are included in this cluster. 
The examination of this cluster sheds light on the importance and interconnection 
of subjects related to social media in the context of academic study. The social media 
cluster, which has a high betweenness centrality of 3,960.893316, is essential for 
connecting various subjects and bridging different study fields. This demonstrates 
the impact of enabling the exchange of ideas and information among the academic 
community. With a cohesive network of interconnected ideas, the social media 
cluster seems to be moderately tightly knit, as indicated by the closeness centrality 
of 0.002525253.

With a PageRank centrality of 0.024366291, the social media cluster stands out 
in the academic literature due to its significance and exposure. This highlights the 
significance of the keywords in this cluster in academic discussions and research by 
demonstrating their frequency of citation and reference. The social media cluster 
encompasses a range of terms, with the phrase “social media” being the most com-
monly used (17 times). This demonstrates that the concept of social media has been 
extensively studied and explored in academic literature, highlighting its significant 
impact on various fields and disciplines.
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Other terms within the social media cluster, such as “online social networking”, 
“consumer behaviour”, “empirical research”, “Instagram” and “sales”, also contrib-
ute to the cluster’s overall importance and interconnectedness. These keywords 
indicate specific aspects and subtopics within the broader subject of social media, 
emphasizing the complex nature of this field of study.

Table 5. Analysis of the social media cluster in academic literature

Words Occurrences Btw_Centrality Clos_Centrality PageRank_Centrality

social media 17 3960.893 0.002525 0.024366

social networking (online) 3 337.2932 0.001887 0.005539

consumption behaviour 2 96.7788 0.001754 0.00336

empirical studies 2 178.6825 0.00188 0.003562

Instagram 2 48.25177 0.001832 0.003668

sales 2 162.9911 0.001792 0.003925

In addition, Table 6 presents an analysis of the Humans cluster in relation to key 
topics discussed in scholarly literature. The “Occurrences” column in the Humans 
cluster displays the frequency of each keyword, illustrating the prominence of these 
phrases in the reviewed literature. For instance, the terms “human”, “article” and 
“major clinical study” are mentioned 21, 16 and 12 times, respectively. This group 
was given the cluster name “human,” emphasising its thematic focus. This clus-
ter focuses on studying people in various situations and academic fields, with an 
emphasis their relationships, behaviours and characteristics.

The betweenness centrality metric sheds light on the importance of keywords in 
connecting different nodes in the network. The Humans cluster exhibits a reason-
ably high betweenness centrality, suggesting that the keywords within this cluster 
play an essential role as bridges or mediators between various themes or fields of 
study. The degree of connection among the terms within the cluster is indicated by 
closeness centrality. The moderate closeness centrality of the Humans cluster indi-
cates that the keywords contained within it have strong connections to other similar 
topics or concepts.

Table 6. Analysis of human cluster in basic themes

Words Occurrences Btw_Centrality Clos_Centrality PageRank_Centrality

human 21 1868.757 0.002571 0.031848

article 16 1483.276 0.002525 0.025956

major clinical study 12 1156.532 0.002342 0.019018

exercise 5 134.8369 0.001965 0.007618

physical activity 5 1193.737 0.002079 0.00739

diet 2 73.92649 0.002066 0.003008

behavioral research 2 105.5922 0.001996 0.003387

(Continued)
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Words Occurrences Btw_Centrality Clos_Centrality PageRank_Centrality

body fat 2 54.60416 0.002088 0.0027

college student 2 139.418 0.001992 0.003977

content analysis 2 34.11797 0.001957 0.00299

fitness 2 150.7375 0.002012 0.002719

human computer 
interaction

2 224.5931 0.002062 0.003084

skill 2 67.12709 0.00202 0.003599

students 2 340.16 0.002105 0.004237

videorecording 2 8.544805 0.00189 0.002952

body image 13 2032.786 0.002611 0.020906

humans 14 990.862 0.002421 0.022095

psychology 10 936.9409 0.002381 0.015582

controlled study 10 739.5594 0.002268 0.016146

muscle 3 120.582 0.00189 0.005323

conceptual framework 2 77.19036 0.002066 0.003231

gender 2 96.00314 0.00202 0.00358

theoretical study 2 82.62398 0.002079 0.003393

Moreover, Table 7 analyses the adult cluster found in the academic litera-
ture, with a focus on the frequency and centrality scores of the terms. The occur-
rence column represents the frequency of each keyword within the adult cluster, 
indicating how often these phrases appear in the literature being reviewed. For 
instance, the terms “young adult” and “adolescent” both appear seven times, while 
the term “adult” appears six times. For this demographic group, the cluster label 
“young adult” has been assigned to describe its members. The term “adult” also 
encompasses a broader concept that includes terms associated with adulthood and 
related ideas.

The betweenness centrality metric sheds light on the importance of keywords in 
connecting different nodes in the network. The young adult cluster displays a mod-
erate betweenness centrality, indicating that the keywords within this cluster play a 
crucial role in connecting different subjects or academic disciplines. The degree of 
connection among the terms within the cluster is indicated by closeness centrality. 
The Young Adult cluster exhibits a significant degree of closeness centrality, suggest-
ing strong connections between the keywords within this cluster and their proxim-
ity to other relevant themes or concepts.

The importance and influence of the young adult cluster on the larger network 
are demonstrated by the PageRank centrality metric. This cluster’s PageRank cen-
trality indicates the volume and importance of citations and referrals that other 
nodes in the network have made to its keywords.

Table 6. Analysis of human cluster in basic themes (Continued)

https://online-journals.org/index.php/i-jim


 162 International Journal of Interactive Mobile Technologies (iJIM) iJIM | Vol. 17 No. 20 (2023)

Jiaqing et al.

Table 7. Analysis of adult cluster: occurrences and centrality measures in academic literature

Words Occurrences Btw_Centrality Clos_Centrality PageRank_Centrality

young adult 7 614.0719 0.002315 0.013053

adolescent 6 429.3464 0.002217 0.011639

self-esteem 5 1302.284 0.002288 0.008509

child 3 167.2426 0.002128 0.006066

feeding behaviour 2 80.06013 0.002137 0.004589

lifestyle 3 112.6979 0.00198 0.003511

marketing 3 389.5196 0.002179 0.005046

obesity 2 81.25977 0.002049 0.003342

qualitative research 2 80.06013 0.002137 0.004589

body dissatisfaction 2 88.25699 0.002141 0.004231

cross-sectional study 2 86.88394 0.002105 0.004496

food preference 2 80.06013 0.002137 0.004589

health promotion 2 59.08826 0.002101 0.004269

lifestyle 2 28.17373 0.002012 0.002718

parents 2 61.74163 0.001988 0.003778

physical appearance 2 123.1675 0.002119 0.005131

review 2 52.50962 0.002083 0.004046

united states 2 105.0813 0.001976 0.002756

adult 14 1380.729 0.002584 0.023937

male 11 1127.283 0.002469 0.018872

satisfaction 5 181.9757 0.002088 0.009515

experimental study 2 130.1068 0.002101 0.004233

perception 3 1181.45 0.002123 0.005446

photography 2 151.7577 0.002141 0.004678

questionnaire 2 95.99171 0.002075 0.003713

randomized controlled trial 2 121.1657 0.002058 0.004216

Additionally, the health behaviour cluster in the academic literature is examined 
in Table 8, with a focus on the frequency and centrality scores of the keywords. 
Each term in the health behaviour cluster is listed in the occurrence column, indi-
cating its frequency of appearance in the literature under review. For instance, the 
phrases “health behaviour” and “motivation” are mentioned five times each, while 
the terms “decision-making” “advertising” and “medical information” are each 
mentioned three times. The betweenness centrality metric assesses the significance 
of keywords in connecting different network nodes. The moderate betweenness 
centrality of the Health Behaviour cluster indicates that the keywords in this cluster 
play a significant role in connecting different themes or areas of research related to 
health behaviour.
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The degree of connection among the terms within the cluster is indicated by 
closeness centrality. The health behaviour cluster exhibits a significant degree of 
closeness centrality, indicating strong connections between the keywords within 
this cluster and their proximity to other pertinent topics or concepts. The signifi-
cance and impact of the Health Behaviour cluster within the broader network are 
demonstrated by the PageRank centrality indicator. This cluster’s PageRank central-
ity indicates the volume and importance of citations and referrals that other nodes 
in the network have made to its keywords.

This cluster’s title, “health behaviour,” denotes the overarching subject that unites 
the many keywords in this group.

Table 8. Analysis of health behaviour cluster: occurrences and centrality measures in academic literature

Words Occurrences Btw_Centrality Clos_Centrality PageRank_Centrality

health behaviour 5 502.3143 0.002278 0.010299

motivation 5 678.1462 0.002232 0.008845

decision making 3 757.7879 0.002273 0.006993

advertising 3 186.6704 0.002165 0.006526

medical information 3 108.3401 0.002075 0.005308

attitude to health 2 135.9381 0.002128 0.004895

behaviour change 2 138.0348 0.002151 0.004842

communication 2 23.62821 0.002024 0.003843

interpersonal 
communication

2 23.62821 0.002024 0.003843

mental health 2 410.3093 0.002151 0.004868

peer pressure 2 155.0672 0.002141 0.005054

sex difference 2 159.0727 0.002146 0.004922

Finally, the female cluster exists in the motor theme of Figure 7. Table 9 analyses the 
female cluster found in the academic literature, paying particular attention to the fre-
quency and centrality scores of the terms. This cluster, rich in keywords, illustrates the 
topic of motors. Each term in the “Female” cluster is listed in the “occurrences” column, 
along with its frequency of appearance in the research literature. Examples include 
the words “female” (16 times), “human experiment” (11 times), and “self-concept” 
(3 times). This cluster is named “female,” indicating that the terms within it are spe-
cifically related to the study of females or women. The betweenness centrality metric 
evaluates the significance of keywords in connecting different network nodes.

The female cluster exhibits a reasonably high betweenness centrality, suggesting 
that the keywords in this cluster are important for connecting various subjects or 
areas of research related to females in the context of the motor theme. The degree of 
connection among the terms within the cluster is indicated by closeness centrality. 
A moderate closeness centrality is observed in the female cluster, indicating strong 
connections between the terms included in it and their proximity to other relevant 
topics or concepts. The importance and influence of the female cluster within the 
larger network are demonstrated by the PageRank centrality metric. This cluster’s 
PageRank centrality indicates the volume and importance of citations and referrals 
that other nodes in the network have made to its keywords.
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Table 9. Analysis of female cluster in the motor theme

Words Occurrences Btw_Centrality Clos_Centrality PageRank_Centrality

female 16 1606.287 0.002674 0.027453

human experiment 11 469.38 0.002188 0.016496

self-concept 3 66.52869 0.001965 0.005461

affect 2 21.28309 0.001916 0.004082

face 2 52.68935 0.002062 0.00435

personal satisfaction 4 77.25593 0.001957 0.007391

social comparison 3 735.3592 0.002045 0.004638

aesthetics 2 47.25086 0.002066 0.003242

social network 2 65.69236 0.002083 0.003906

cosmetics 2 69.80478 0.002096 0.00369

internalisation 2 48.52584 0.002033 0.003888

mood 2 21.28309 0.001916 0.004082

student 2 215.3688 0.002053 0.003639

4	 DISCUSSION

The research conducted on the intricate relationship between social media use 
and the well-being of young people has provided valuable insights into the potential 
impacts of online platforms on individuals’ lives. According to the findings of the 
literature review and meta-analysis, social media use can have both positive and 
negative effects on the well-being of young people [50]. On the bright side, moderate 
and conscientious use of social media has been associated with improved well-being 
due to its ability to foster social support and connection. Young people may connect 
with others on social media platforms, engage in conversations, and share experi-
ences and interests, which can help them establish a sense of community and receive 
support from others [58]. Additionally, these platforms can be valuable tools for fos-
tering creativity and self-expression, allowing young people to share their opinions, 
ideas, and talents with to a broader audience. However, the study did point out a few 
potential problems associated with excessive social media use. Excessive use has 
been linked to fewer face-to-face interactions, social isolation, elevated stress levels, 
and irregular sleep cycles [50]. Young individuals may become too focused on virtual 
interactions, resulting in fewer opportunities for meaningful real-life connections 
[48]. Furthermore, exposure to unrealistic beauty and lifestyle standards on social 
media can lead to feelings of inadequacy and body dissatisfaction, especially among 
young girls [46]. 

It is crucial to address this issue while being mindful of the vulnerabilities of 
young people and to provide age-appropriate advice and assistance. Young users can 
navigate online environments more successfully and avoid potential harm by being 
educated and encouraged to develop their digital literacy [59]. Furthermore, parents, 
educators, and caregivers have an important role in moderating young people’s social 
media use and establishing a healthy balance between online and offline activities 
[38]. Because the relationship between social media use and well-being is complex and 
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dependent on the context, additional research is needed to examine the characteristics 
and circumstances that may moderate or mitigate the effects [37]. Investigating the 
significance of personal traits, social support, and coping mechanisms in evaluating 
the impact of social media on well-being may be included in this study [33].

5	 CONCLUSION	AND	FUTURE	AGENDA

This study’s conclusion emphasises the nuanced connections among social media 
use, views of female bodies and well-being. It emphasises the potential negative 
impacts of social media on adolescent female users, including body dissatisfaction, 
low self-esteem, anxiety, despair and an obsession with thinness. Feelings of inade-
quacy and unhappiness with one’s appearance is intensified by the constant expo-
sure to edited photographs and societal beauty ideals on social media platforms. The 
study emphasises the importance of increasing awareness about these concerns and 
implementing policies that promote positive body image, responsible use of social 
media and self-acceptance among young women.

The investigation of behavioural goals connected to altering one’s appearance, 
which has received less attention in earlier studies, contributes to the existing body 
of knowledge. Due to their strong impact on overall well-being, it is crucial to com-
prehend psychological moods and beliefs regarding one’s body and appearance. 
This study aims to make a significant contribution to our comprehension of female 
body image evaluations, engagement with social media, and intentions to alter one’s 
appearance by investigating the correlation between these factors and their poten-
tial impact on individuals’ overall well-being. Figure 8 illustrates the outcomes of the 
literature and future research. 

Fig. 8. Relationship between social media usage and female body image: implications for well-being
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The underlying processes and mediators of the association between social media 
use and judgments of female body image should be further investigated in future 
studies. The causal nature of these connections can be better understood through 
longitudinal research, which can also identify relevant therapies or protective fac-
tors. Investigating the effects of media literacy initiatives, interventions aimed at 
reducing body dissatisfaction caused by social media, and campaigns promoting 
body image might also be beneficial. Such studies can help establish evidence-based 
strategies to mitigate the detrimental effects of social media on female body image 
and enhance overall well-being in the digital era.
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